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Abstract 
Nowadays, loyalty programs and respective marketing practices are increasingly pursued by companies in order to 
achieve and enhance customer loyalty. Loyal customers are a key business success factor, especially in eras of 
financial recession, which can severely affect the performance of firms and even challenge their market survival. To 
that effect, the great Greek economic recession that inaugurated in 2008 had a major impact on grocery retailers. 
Specifically, the domestic supermarkets had been unable to maintain their sales in sustainable levels and keep their 
customers engaged. A possible solution could have been a loyalty marketing services’ provider which would assist 
corporations in gaining insight about their customers, current and prospective ones. Therefore, this study provides a 
review of the marketing and grocery sectors in Greece shortly after the beginning of the great economic recession in 
the country, and further aims in analysing the market, operational and financial feasibility of a conceptual a loyalty 
marketing agency called CuSight, tailored to the needs of the domestic grocery retailers. The study findings indicate 
that a loyalty marketing services’ provider like CuSight could have been feasible, relying upon market acceptance. 
© 2015 The Authors. Published by Elsevier Ltd. 
Peer-review under responsibility of I-DAS- Institute for the Dissemination of Arts and Science. 
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1. Introduction 
Businesses have long recognized the importance of retaining their existing customers in order to secure their 
market position and competitiveness (Kivetz & Simonson, 2002; Nunes & Drèze, 2006; Zakaria et al., 2014). This is 
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further highlighted by the fierce market competition and the plethora of competitive product and service offerings 
that renders customers’ life cycles increasingly transitory (Buckinx & van den Poel, 2005; Sahagun & Vasquez-
Parraga, 2014). To that end, many firms develop and offer loyalty programs in order to deliver differential value to 
their most valuable clients, attract loyal and non-loyal customers and support their corporate profitability (Katsifou, 
Seifert, & Tancrez, 2014; Yoo & Bai, 2013). Today, retailers employ various loyalty programs which include 
customer cards, discount coupons, special offers and promotions with the aim to stimulate reduced customer 
sensitivity to other price and market offers and reduced proneness to seek other alternatives or switch stores (Martos-
Partal & González-Benito, 2013). 
Customer loyalty is a topic that has received much attention since the 1990s and thus the field of relationship 
marketing has emerged in the marketing landscape (Abdullah, Putit, & Teo, 2014; Yoo & Bai, 2013). Since then, 
loyalty marketing has attracted the irreducible attention of marketers who are still trying to explore novel ways to 
enhance the effectiveness of their relational engagement with the customers (Sheth & Parvatiyar, 2000; Srinivasan & 
Moorman, 2005). Relationship or loyalty marketing assists in creating a reservoir of goodwill towards the brand 
image of corporations (Ruiz, Esteban, & Gutiérrez, 2014). Therefore, loyalty marketing can assist in buffering 
companies from market decline in times of uncertainty and economic turmoil (Jones, Jones, & Little, 2000). The 
positive effect of loyalty marketing can be measured through the observed restraining action over the negative 
effects that could potentially arise in case loyalty marketing practices are not applied (e.g. expected drop in sales or 
time required to regain the financial markets’ esteem) (Ruiz, Esteban, & Gutiérrez, 2014). 
Therefore, loyalty marketing could be of great usefulness in the case of Greece, especially at the beginning of the 
great economic recession period 2008-2013 (Petralias, Petros, & Prodromídis, 2013). The Greek economic recession 
had a major impact on retailers, mainly at the beginning of the aforementioned economic turmoil period. Sales in the 
Greek supermarket industry had been declining dramatically and grocery retailers were unable to maintain their 
customers engaged. The main reason had been the enforcement of high taxation rates and the consequent reduction 
on the population’s income. Traditional marketing efforts seemed to have no positive effect towards sales’ volumes, 
while retailers and suppliers were struggling to explore new ways of attracting customers and retain sales at 
reasonable levels. The solution could have been a loyalty marketing services’ provider which would have assisted 
corporations in gaining insight about their customers, current and prospective ones (Kashmiri & Mahajan, 2014; 
Kirtiş & Karahan, 2011; Soulaki, 2010). 
This study provides a review of the loyalty marketing and grocery retailers’ sectors in Greece, and further aims in 
analyzing the market, operational and financial feasibility (i.e. the entrepreneurial potential) of a conceptual loyalty 
marketing agency called CuSight, tailored to the needs of the domestic grocery retailers. The rest of the paper is 
organized as follows. In Section 2, the elaborated methodology to conduct the current research is presented. 
Following, in Section 3, a market analysis of the Greek marketing and supermarket sectors at the initial and most 
abrupt stage of the financial recession is presented. In addition, in Section 4 key research findings and insights of the 
Greek marketing and grocery industries are highlighted. Moreover, in Section 5 a comprehensive feasibility study of 
a conceptual loyalty marketing agency is developed. Finally, the paper concludes with a discussion of main findings 
and study conclusions in the last Section. 
2. Data Collection & Methodology 
The goal of the current manuscript is to analyze the entrepreneurial potential and feasibility of a loyalty 
marketing services’ agency in Greece. The unit of analysis is a conceptual loyalty marketing services’ provider 
called CuSight that leverages Point-of-Sale (POS) data and geodemographic analysis systems. Such a unit’s goal is 
to avail organizations capture non-obvious customer insight so as their market success to be evaluated in terms of 
"share of customer" and not merely in "share of market" (Humby, Hunt, & Phillips, 2007). 
The research effort includes two (2) parts, a primary and a secondary research. Primary research consists of 
interviews and a questionnaire. In total, six (6) interviews with representatives from all market sectors that concern 
the conceptual construct had been used to unveil the "known unknowns", which determine a business plan and the 
primary goals of a project. On the other hand, the questionnaire and the retrieved secondary data assisted in 
specifying the operational feasibility of CuSight. The questionnaire is divided into two (2) parts as to explore: (i) in-
store digital marketing appeal (10 closed-form questions), and (ii) consumers’ purchasing trends (6 closed-form 
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questions). Secondary data had been gathered from reports issued by consulting groups, Ph.D. theses both from 
universities in the UK and in Greece, and newspaper and on-line published articles. The financial viability of 
CuSight had been delineated through analyzing the secondary data. Finally, the potential risks had been identified by 
the interviews and the secondary data analyses (Kock, 2008). 
3. Greek Marketing Services Sector & Grocery Industry: Analysis in the Early Great Recession Era 
3.1. Greek Marketing Services’ Industry Analysis 
It is reported that the total value of the marketing industry in Greece was €3,038.9 million in 2008 compared to 
€1,796.7 million in 2001 (average annual growth rate of 7.8%) (ICAP, 2009a). Generally, the Greek marketing 
companies had been very profitable in the pre-crisis era. Indicatively, during the period 2003-2007 the total sales of 
the marketing companies in Greece had been rising at an average annual growth rate of 8.3%, while their sales were 
estimated to be €1,142.7 million in 2007 (ICAP, 2009a). The market had been also growing during the period 2007-
2008 by 2.0%. However, the need for the Greek marketing companies to alter their operations portfolio towards 
more innovative marketing approaches and business solutions had been identified long ago. Estimations were 
pointing that by the year 2014 the Greek marketing companies were planning to implement new business strategies 
by increasing over 20.0% their investments in innovative marketing practices (Chaikalis, 2012). 
Particularly, the media specialists’ sector in Greece, the one that specializes in providing innovative marketing 
services (i.e. direct marketing, customer relationship management services etc.), was in 2009 a niche one with 
relative subpar profits. The total turnover of the sector was demonstrating a steady increase, with an average annual 
growth rate of 14.2% over the period 2003-2007. Specifically, in 2007 market sales were estimated to be €492.8 
million, with an increase of 23.3% compared to 2006 (ICAP, 2009a). However, the companies for which sales’ data 
is available for the biennium 2007-2008, demonstrate a reduction in corporate turnover by 4.6%. 
3.2. Greek Grocery Retailers’ Market Analysis 
The market of grocery stores in Greece is the most significant in the domestic retail industry. In 2009 grocery 
stores contributed to the 65.3% of the total sales in the Greek retail market (Panagiotopoulou & Notta, 2005). The 
total number of grocery outlets in the domestic market grew by 3.0% over the period 2006-2007, reaching the 
number of 4,040 stores in 2007 (ICAP, 2009b). The 62.3% of them was owned by supermarket chains. It has to be 
noted that while the rate of change in the number of stores continued to be positive at that time, it had been 
decreased significantly during the corresponding biennium (2005-2006) at a change rate of about -13.0%. 
The value of the total domestic market (supermarkets and cash & carry stores), demonstrated longitudinal growth 
over the period 1992-2008, with an average annual growth rate of 13.7% (ICAP, 2009b). In 2008 the value of the 
relevant market was estimated at €12,900.0 million, representing an increase of 7.1% compared to a year ago. The 
respective value was in the range of €13,600.0 million in 2009, an increase of approximately 5.0%. For the 
particular sector of grocery retailers, the accumulated cost of marketing for supermarket companies increased from 
€15.4 million in 2004 to €26.8 million in 2008 (average annual growth rate of 14.8%) (ICAP, 2009a). The "Hellenic 
Association of Advertising & Communications" had confirmed that by 2010 there were thirteen (13) companies 
operating on the media specialists’ field, and other thirteen (13) companies bestirring on the specific promotional 
and marketing sectors (ICAP, 2009a). 
4. Key Insights & Research Findings 
4.1. Primary Research Findings 
Initially, the interviews with experts and professionals unveiled specific "known unknowns" concerning the 
Greek grocery market and the consumption habits in the early years of the great economic recession period in 
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Greece. Generally, all representatives from the supermarket and the academic sectors confirmed that loyalty 
marketing services was indeed a new marketplace in Greece in 2010. Particularly: 
1. Greek supermarkets had not been utilizing loyalty marketing schemes because until then they were relying 
upon the idiosyncrasy of the Greek consumers. The latter used to purchase aggressively commodities for 
many psychological factors rooted in the nation’s historical background. 
2. Greek grocery retailers had established club-card schemes only to provide discounts to private labelled 
products. 
3. Greek supermarkets did not use to monitor in detail their customers’ purchasing history. 
4. Traditional marketing efforts did not prove to be very effective. To increase the "basket size" of a typical 
Greek consumer grocery retailers had to attract her or his interest within the store. 
5. Greek supermarket managers had been willing to benefit from loyalty marketing schemes. However, they 
did not consider proceeding in such investments at that time. 
6. Few Greek grocery store managers declared that CuSight could have anticipated a 30.0%-50.0% 
probability of market acceptance. However, they needed to see tactile results before investing substantially. 
7. Greek consumers, were not at that time as price sensitive as the rest of the European consumers (for 
example the German consumers’ paradigm). 
8. A major supermarket chain in Europe, even if it had been monitoring the Greek grocery market trends, was 
not planning to penetrate the domestic market at that time. Global financial recession and the Greek dismal 
economic situation reduced the market attractiveness. 
9. In Greece, there had not been developed any geodemographic analysis systems by that time. 
10. Greek supermarket managers, even if they could realize the potential benefits of loyalty marketing 
schemes, they were not willing to proceed to further investments at that time. They needed strong 
references before proceeding to investments in such a new service offering. Grocery managers rather 
preferred to wait until the financial status of Greece was stabilized. 
11. The prices of grocery supplies in Greece were significantly differentiated at the early years of the great 
recession, even within a specific brand, due to logistics expenditures. 
In the second part of the primary research an on-line questionnaire was administered through social media to 
capture consumer trends towards loyalty marketing practices within grocery stores. A major finding, according to 
the responses, is that a remarkable change in the attitude of Greek consumers towards the food market had been 
taking place in 2010. While 71.0% of the customers were using a shopping list to purchase food supplies from 
grocery stores before the economic crisis, this percentage raised up to 87.0% after the crisis. The most impressive 
fact, however, is that while in the pre-crisis era only 19.0% of the consumers did not use to buy food supplies 
outside the shopping list, in 2010 the 69.0% of the consumers started to adhere to it. Further, the research revealed 
that only 12.0%-15.0% of the customers were loyal to a single food retailer. Impressively, this small percentage 
accounted for the 55.0%-70.0% of supermarkets’ sales. Other findings of the on-line research are highlighted below: 
1. 70.0% of the participants considered positively the idea of incorporating smart shopping carts in Greek 
supermarkets. Such carts could provide price and nutritional information about the selected food products, 
verify the consumers’ uploaded shopping list and present personalized promotional messages and offers. 
2. 83.0% of the respondents stated that they were going to use smart shopping devices during their store visits 
and they were expecting to improve their overall shopping experience. 
3. Over 75.0% of the participants were requiring more convenience when purchasing in a grocery store, in 
terms of avoiding long queues and navigating effectively through the store. 
4. 75.0% of the respondents expressed their demand to be able to scan the prices when choosing a particular 
product. 
5. 75.0% of the participants would like to collect loyalty points and receive coupons and discounts. 
6. 58.0% of the people who answered the questionnaire would like to receive effectively notifications for 
customized bundles of products. 
7. 75.0% of the respondents did not favor the fact of receiving digital advertisements. 
8. The corporate name for "CuSight" received, in the majority of the responses, very positive comments. 
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9. 58.0% of the participants were feeling that the Greek supermarkets were innovative concerning only the 
range of the products’ selection. However, over 30.0% of them required better promotions. 
10. 75.0% of the respondents considered price levels as a more important purchasing factor than innovations. 
11. 83.0% of the participants used to visit supermarket stores more than once per week. 
12. 83.0% of the Greek people that answered the questionnaire were not loyal to only one supermarket brand. 
13. Only 35.0% of the respondents were considering using coupons to reduce their grocery expenditures. 
14. 42.0% of the Greeks used to visit multiple supermarkets in an effort to find the best prices. 
4.2. Secondary Research Findings 
The secondary research results revealed that: 
1. The Hellenic Statistical Agency, even if it was recording data from the grocery market, was not providing 
geodemographic analysis models to assist market analyses. 
2. In Greece, in 2010, there were not registered companies which had been specializing in providing 
geodemographic consultancy services. 
3. A major UK loyalty marketing services’ provider was considering its expansion to the Greek market. 
4. In 2010, domestic supermarket brands were reluctant to proceed to any investments concerning their 
marketing strategies due to the volatile financial environment in Greece. 
5. Greece was the country with the third highest corporate taxation rates over corporate profits, following 
France and Denmark (Eurostat, 2010). CuSight as a private company would have had to pay 24.0% of its 
profits for taxation purposes if launched in the fiscal year 2010. 
6. The research in sectorial reports about supermarkets unveiled that the average expenditure on marketing 
and advertisement activities per supermarket store was in the range of about €1,000.0-€1,300.0 depending 
on the supermarket brand. 
5. An Illustrative, Conceptual Case Study 
CuSight would have targeted the marketing services’ industry with the aim to assist retailers in realizing that 
business growth is closely related to customer loyalty. Loyalty, however, is stimulated by customer satisfaction. To 
achieve customer satisfaction though, increased value of the provided services is required. In Greece, marketing 
companies had not been providing specific loyalty marketing services until 2010. Therefore, CuSight could have 
leveraged a Porter’s five forces analysis (see Fig. 1(a)) and positioned itself as being the only marketing services’ 
agency that could assist its corporate clients in establishing an active, long-term commitment with the customers 
(see Fig. 1(b)). Thus, CuSight would have facilitated a first mover’s advantage. This was very important because if 
CuSight had managed to attract initial clients, it could have been established as the standard within the Greek 
market. What is more, customer inertia renders it very difficult for the second movers to follow, while program 
communications required to overcome the market leader are usually extremely costly (Capizzi, Ferguson, & 
Cuthbertson, 2004). To overcome the initial obstacles CuSight needed valuable time to participate in communication 
programs and to achieve sophisticated, multi-dimensional customer data analyses. This time availability could have 
assisted CuSight to mature through various loyalty data mining stages. Generally, CuSight’s competitive advantage 
was anticipated to increase during the established pilot programs with initial collaborating clients. 
What is more, CuSight could have assured the quality of the provided services because it aimed to leverage 
multiple data sources (i.e. demographic, lifestyle, and POS data). Grocery retailers in the US and UK had been 
combining geodemographics and data mining processes over a decade (Farr & Webber, 2001). However, even if 
category management had been developing during the last decade in the UK, USA and Western Europe (Duchessi, 
Schaninger, & Nowak, 2006), any relevant studies concerning the combination of scanner data and 
geodemographics in Greece could not be found. Furthermore, CuSight would not have merely relied upon building 
large databases with customers’ data. Independence could have been a major advantage for CuSight. The quality of 
the provided services would have been based upon a segmentation platform, which along with the data analysis, 
could assist CuSight in defining and delivering motivating propositions to target customer segments. This could 
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have been achieved through close collaboration with the clients to achieve results along consumers’ buying attitude. 
Over and above, the main competitive advantage of CuSight could be the provision of value to all stakeholders of 
the targeted market by encouraging retailers to put consumers at the heart of their business operations. Clients could 
have gained an insightful knowledge about their customers and received financial benefits as well. Traditional 
marketing is oriented towards aggressive advertising and price reduction which is costly and of uncertain results. On 
the other hand, CuSight helps prevent revenue dilution because it understands true consumer’s requirements. Thus, 
















Fig. 1. (a) Porter’s Five Forces for analyzing CuSight; (b) CuSight actively stimulates loyal customers. 
The business model of CuSight illustrates the interrelatedness of the organizational variables that could have had 
a detrimental impact on the company’s financial performance (see Fig. 2). A business proposition like CuSight aims 
to assist retailers in comprehending that business growth is closely related to customer loyalty. Loyalty, however, is 
stimulated by customer satisfaction. To achieve customer satisfaction though, increased value of the provided 
services is required. Nonetheless, to generate value, the employment of satisfied, loyal, and productive people is a 
major prerequisite. The achievement of this business environment, in turn, reflects the quality of the applied 
business strategies. Subsequently, employees are inspired to deliver value to clients. Corporate clients and suppliers, 
in turn, jointly provide tailored products and services to the consumers and help to develop customer loyalty. 
 
Fig. 2. Business model of CuSight. 
5.1. Financial Analysis 
The success of CuSight would depend greatly upon the outcome of the pilot operations’ program. In case 
CuSight succeeded in delivering the promised results, the company would have received market acceptance. The 
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revenue streams of CuSight could be charging for the analytics services it provides, gaining a 50.0% share for the 
advertisements in the digital billboards within the stores, and charging a 30.0% for commercializing data reports to 
the clients’ suppliers. To analyze the financial feasibility of CuSight, three (3) scenarios with specific assumptions 
have been reviewed: a pessimistic scenario, a base scenario, and an optimistic scenario. In the pessimistic scenario, 
it is believed that the clients were reluctant to extend their partnership with CuSight. Even if it is proven that the 
provided services are reliable, retailers decide to proceed cautiously to an investment. In the base case scenario, it is 
believed that the initial client had been satisfied with CuSight’s services and was willing to extend the partnership. 
A new retailer actively intends to collaborate with CuSight. In the optimistic scenario, CuSight is assumed to have 
been established as the standard in loyalty marketing services in Greece, and potential partners were seeking 
aggressively for collaboration with the company. The comparative results are illustrated in Fig 3(a) and Fig. 3(b). 
 
Fig. 3. (a) CuSight scenario comparison - Net profit for the first five years; (b) CuSight break even analysis on the cash balance of operations. 
5.2. Risk Analysis 
Overall, the risks that had been identified to limit CuSight’s potential were the following: 
1. The success of the pilot program established with the first corporate client. A failure to successfully 
implement the program and yield positive results could have endangered the viability of the company. If 
the first pilot program failed, CuSight was willing to extent it for another year in an effort to increase the 
availability of the data and reduce the variance in the analytic results. Afterwards, if a contract had been 
signed, there was a risk to yield unsuccessful results due to the lack of market experience. 
2. The market acceptance after extending the pilot program. Also, grocery retailers might have decided, at that 
time, to invest on their in-house marketing operations to provide loyalty marketing services. 
6. Discussion & Conclusions 
Economic recessions like the Greek one that started in 2008 can have a major impact on retailers. Therefore, it is 
imperative that retailers establish a customer-centric philosophy throughout their operations to manage withstand 
dismal economic situations. Kotler explains that the "80-20 Rule" is valid in the marketing industry, and is even 
more pronounced for the Business-to-Consumer channels (Koch, 2013). However, companies confront difficulties 
in communicating and interacting effectively with the customers. To that end, a specific loyalty marketing services’ 
provider could offer to its corporate clients the expertise to grow and retain their customers via innovative services. 
To sum up, CuSight would have been a feasible entrepreneurial proposal and business idea. The market need for 
a loyalty marketing service in the early years of the great financial downturn in Greece was dictated by the ominous 
financial status of retailers. The new venture could have been operational and financial viable. Although, there were 
some considerable risks, careful review of the business strategy could have limited potential threats. 
Generally, the sector of marketing services has reached its zenith. New, innovative products and services need to 
be introduced for the marketing sector to continue growing. Customers are even more educated than in the past, and 
overcoming the obstacles of the traditional marketing efforts is key nonetheless to attract their interest. Most 
10   Naoum Tsolakis /  Procedia - Social and Behavioral Sciences  175 ( 2015 )  3 – 11 
significantly, a loyalty marketing services’ provider like CuSight puts customer at the center of a retailer‘s 
operations. This intimacy is rewarded thought by the advocacy of the consumers towards the collaborating clients. 
A paradigm like CuSight would charge a fee for providing services in each particular store. In addition, through 
the usage of in-store digital marketing applications, such a venture would have another revenue stream by 
coordinating the appropriate advertisements to individual customers and would grow over time. After attracting 
more retailers and enhancing its proprietary database sources, such a firm could aim to create a subsidiary which 
would partner with retailers and would generate monthly reports for the suppliers and manufacturers. The latter, for 
a subscription fee, could have an overview of anonymized sales data categorized in various segments. 
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